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Abstract: The purpose of this study was to analyze the #Damos La Cara (“Let’s show our face”)
initiative, which is an initiative promoted by the Instituto de la Empresa Familiar, the most repre-
sentative organization of family businesses in Spain. This analysis allowed us to characterize the
Spanish family business and to analyze their reactions and interventions in the face of the crisis
posed by COVID-19 from the perspective of CSR. The methodology used consisted of a content
analysis, viewing 127 videos wherein family members presented their companies and the activities
carried out to improve their relations with their employees and their environment. The conclusions
reached allowed us to affirm that they were mostly second- and third-generation companies from the
manufacturing sector; the most repeated actions were social commitment to their workers (internal)
and the donation of medical materials (corporate). To the best of our knowledge, this was the first
time that an analysis of these characteristics had been carried out in the field of family businesses.
This analysis showed the intense philanthropic activity carried out by Spanish family businesses,
not only in emergencies but also as a regular activity and as a consequence of their values and
long-term vision.
Keywords: corporate social responsibility; family business; COVID-19; crisis
1. Introduction
The literature on family businesses includes multiple definitions of the concept [1].
For instance, Christman et al. [2] identified 21 definitions of a family business (FB). Given
this problem, the European Commission [3] has proposed the following as an official
definition: “A company, of any size, is a family business, if: (a) Most of the decision rights
are in the possession of the person who established the company, in the possession of the
person who acquired the share capital of the company, or in the possession of their spouses,
parents, children or direct heirs of the children; (b) They have the majority of decision rights,
indirectly or directly; (c) At least one representative of the family or relative is formally
involved in the governance of the company; (d) Listed companies can be defined as FB’s
if the person who established or acquired the company (share capital) or their families or
descendants has 25% of the decision rights required by their share capital” [4] (p. 4).
The importance of family businesses worldwide is unquestionable in terms of the
number of companies, their contribution to the GDPs of countries, and the volume of
employment generated [5,6]. In Spain, 90% of private companies are family owned; these
companies generate 70% of private employment and contribute nearly 60% of the GDP [7].
The COVID-19 pandemic collapsed the health system worldwide due to the large
number of infections and greatly affected the economy due to the paralysis of economic
activity as a result of confinement; confinement meant the temporary closure of establish-
ments since only those sectors considered essential were allowed to open. According to the
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International Monetary Fund, the COVID-19 crisis represents one of the greatest challenges
for the world economy [8]. In the case of the Spanish economy, the indicators for the first
two months of 2020 showed GDP growth similar to that recorded in the previous quarters,
which was around 0.4%. There was also an increase in job creation in February of that
same year, but the restrictions on activity that were established on 13 March 2020, caused a
sharp decline in the indicators since the sectors that were most directly affected represented
almost 15% of the GDP, including retail trade, restaurants, accommodation, cultural and
sporting activities, and personal services. This caused a dragging effect of 6% of the GDP
on the remaining sectors [9].
Long-term vision, responsibility, and commitment to the environment are core values
of family businesses [10,11]. The global emergency caused by COVID-19 has posed a
challenge for companies in general. This is especially true for family businesses, which are
characterized, among other values, by trying to maintain employment in crises [12]. In
this new emergency, they wanted to contribute to the sustainability of the system, not only
from an internal point of view (via internal stakeholders: employees, customers, suppliers)
but also externally, collaborating with society by offering both direct and indirect aid [6].
Sustainability practices can be defined as “those that work towards the longer term benefit
of all of an organization’s stakeholders—the broader community included” [13] (p. 26),
which can be incorporated into a company’s CSR. CSR is understood as “a concept whereby
companies integrate social and environmental concerns in their business operations and in
their interaction with their stakeholders on a voluntary basis” [14] (p. 8). Therefore, we can
speak of such practices when there is favorable treatment of employees, fair treatment of
customers, and charitable contributions to the community, which also benefit the company
and all its stakeholders [15,16].
Within the framework of family businesses in Spain, the Instituto de la Empresa
Familiar (IEF) was created in 1992 with the 100 largest Spanish family businesses. It is a
non-profit and independent business organization that, since its founding, has established
itself as a benchmark in the business world by focusing on defending the interests of
family businesses, identifying best practices in corporate governance and management,
and ensuring the training of future generations. Subsequently, 18 regional associations
were created, reaching a total of 1500 Spanish companies.
Within organizational communication, the following three fields are differentiated:
corporate, internal communication, and external communication [17]. Corporate communi-
cation allows companies to differentiate themselves from the competition and maintain
an emotional bond with customers. Internal communication is aimed at the employees
of the company. Finally, external communication focuses on the company’s products and
tries to encourage their purchase [18]. In this study, we focused on internal and corporate
communication, which are more strongly linked to CSR.
The communication strategy of the IEF, and of Spanish family businesses in general, is
rather low profile. Each company publicizes its activity, but in most cases without linking
it to the owner family. The situation caused by COVID-19 led to a radical change in many
aspects, including communication, since the pandemic changed the perception of the use
of communication channels [19]. Thus, Spanish family businesses, supported by their
regional associations, decided to use the Internet as a communication channel [20] and to
promote the campaign #Damos la Cara. Through the web page www.damoslacara.com,
accessed on 5 November 2021, family entrepreneurs present their family history and their
way of facing the crisis in short videos of about two minutes. They also present the various
corporate responsibility activities they decided to carry out in order to cooperate with the
various stakeholders due to the situation caused by COVID-19. Therefore, as we mentioned
earlier, although we focused on internal and corporate communication, this also involved
external communication, since it allows potential buyers to get to know the companies and,
therefore, the products they offer.
Although sustainability is a widely debated topic, the research on sustainability in
the context of family businesses is not very extensive. Sustainability practices affect a
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company’s reputation, both in the short and long term. Therefore, taking into account the
importance that FBs give to sustainability and, in turn, the relevance of these companies in
the global economy, the study of both topics is becoming increasingly relevant [4] (p. 1).
Our contribution is to reinforce the previous literature on sustainability with a novel study.
To the best of the authors’ knowledge, this is the first piece of research that analyzed
communication and sustainability that was focused on family businesses. The goal of this
research was to analyze the content of this campaign, identify the different business and
family profiles, and identify the different actions of Spanish family businesses in terms of
CSR. This analysis showed the intense philanthropic activity carried out by Spanish family
businesses, not only in emergencies but also as a regular activity in their history and as a
consequence of their values and long-term vision.
2. Materials and Methods
During the COVID-19 pandemic, the citizens’ movement, Damos La Cara, was cre-
ated to demonstrate the commitment of workers and businesspeople to their suppliers,
customers, and society. In this way, it was possible to show the important work carried
out by each of the Spanish family businesses, demonstrating their economic and social
commitments. They were also committed to promoting the entrepreneurial spirit of the
new generations, who are a fundamental pillar in society’s recovery [21].
In the media presentation of the “Damos la cara” campaign, Marc Puig, the president
of the Instituto de la Empresa Familiar and CEO Puig, made the following statement: “The
concern of family businesses has been that of survival, paying the payroll. Now that the
measures and credits are starting to work, the concern is to maintain jobs and think about
how to take advantage of this crisis as an opportunity.”
On its website, the Damos La Cara initiative [22] explains some of the reasons why
they carried out this project: 89% of companies in Spain are family owned, generating 67%
of private employment in the country; family businesses contribute 57.1% of the Spanish
GDP; and the average longevity of a family business is 33 years, while that of a non-family
business is 12 years.
This movement arose under the proposal of several Territorial Associations of Family
Businesses in Spain at the beginning of the COVID-19 pandemic; they considered that it
would be a good idea to make all those actions carried out by family businesses visible in
order to show the support provided by this type of company to society in times of health
and economic crises [23]. The companies participating in this campaign have shown the
histories of their companies and the difficulties they have had to overcome over the years
through short videos. Several of these companies have a long history, having been present
during the First and Second World Wars, the Spanish Civil War, and the Financial Crisis of
2008, among other events, such as fires and floods; therefore, it was not the first time that
many of these companies had faced a crisis.
Through their videos, the companies show their business activity and its development,
their daily activities, and how they have had to reorganize their workplaces in order
to adapt them to teleworking or, if this was not possible, to adopt the necessary safety
measures to protect workers. In these videos, the entrepreneurial families show their
long-term vocation and commitment to the business project and their workers, presenting
the CSR activities they carry out. Many of them comment that “the family business is not
the inheritance we receive from our parents, it is the loan that our children make to us,”
referring to the long-term commitment and the intention to maintain a company through
the years from generation to generation, for which they have done their best to ensure the
continuity of the company.
The proposed methodology was based on video content analysis, a methodology used
in other analyses of viral advertising campaigns [24]. In total, 127 company videos were
found on the Damos La Cara campaign website at the time of analysis (June 2021), with
an average duration of two minutes each. Once the videos had been viewed, data were
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collected on the name of the family business, the family of origin, its generation, the sector
to which it belonged, and the CSR activities it carried out.
3. Results and Discussion
3.1. Generation
According to the IEF, 43% of family businesses were in the second generation, only 9%
of them were in the third generation, and only 1% were in the fourth generation [25]. In
the case of the family businesses participating in the Damos La Cara initiative, there were
companies in the first to the eighth generation of the family.
As can be seen in Figure 1, the participating companies were mainly in the second
family generation, representing 44% of the total, followed by third-generation companies,
which represented 29%. The percentage started to decrease from the third and subse-
quent generations.
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Figure 1. Fa ily generation in which the family businesses participating in the Damos La Cara
initiative were found. Source: own elaboration.
f the co panies analyze , the sbor e rou stoo out because it is a company
that is i its i t ration f t f il , ith al ost 250 years of istory. This busines
group is responsible for the production of wines, spirits, and pork products. During the
beginning of the I -19 pandemic, the sborne Foundation donated 20 kg of edical
aterial to hi a, i cl i r t s , i f l t l [ ].
Then, t e pandemic reached Spain, they launched a encoura ing message to
societ by labeling the iconic Osborne Bull under t # onEsto ambiénPodremos
(# ithThis e il AlsoBeAble). hen the state of alar was declared in Spain, Osborne
ade its istil eries and orkers a ailable to t e er e t t r ce sa itary lc ol,
hich as in short supply. They also car ied out various actions, such as disinfecting the
streets of alpica de Tajo in Toledo, creating educational and entertainment content, and
providing online training for those interested in entering the labor market [23].
3.2. Business Sector
From studying the sectors in which the companies carried out their activities, it can
be seen that, of the companies that participated in this campaign, 40% belonged to the
manufacturing industry, followed by 20% in wholesale and retail trade, and 8% in hotels
and catering (Figure 2).
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The manufacturing industry includes sectors such as meat and poultry products,
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The ho el se tor, on the other hand, has been one of the hardest hit, along with
construction, education, entertainme t, etc., by the pandemic. The confinement made
many establishments close; others had to stop projects and adapt their technology. There
were also s ctors that, du to their characteristics, could not tel work.
3.3. CSR Activities
Figure 3 shows the main actions carried out by family businesses during the COVID-19
pandemic that were commented on in the videos of the Damos La Cara initiative. As can be
seen, social commitment to their workers was the most repeated action by the companies
that participated in this initiative. In most of the videos, the business families affirmed
their great commitment to maintaining the jobs of their employees, and they sought to
reconcile the work and family lives of their workers in such difficult times through flexible
working hours and the implementation of teleworking for those jobs where it was possible
to implement it. Additionally, many of the companies avoided using the ERTE scheme for
their workers; those that saw the need to do so, due to the type of activities they carried
out, on many occasions made an advance payment to the workers who were waiting a
long time to be paid through the ERTE.
Other companies opted to negotiate with their workers, such that the members of the
company with higher salaries accepted a reduction in their salaries in order to compensate
or maintain the salaries of workers with lower salaries. Other companies also opted to
advance their workers’ bonus payments. All the companies were concerned about the
safety of the workers, carrying out antigen tests when they returned to their jobs, ensuring
safe distances, and providing them with the necessary sanitary material for their protection.
The donation of sanitary material was the second most repeated action by the family
companies. Donations of PPE, face shields, masks, hydroalcoholic gel, and bleach, among
other things, were made to hospitals, old people’s homes, town halls, and workers’ families.
Companies such as Aciturri, which have 3D printers, used them to manufacture masks, PPE,
and the components needed for respirators; other companies, such as Jamones Tartessos
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and Symaga, donated materials from their facilities, such as disposable gloves, overalls,
and tights, to the public health system.
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ración Gestamp was, for that year, in fifth position in the ranking; in their video, they
mentio donating s nitary materials to ospitals, 3D printing parts needed for the pro-
duction of protective face shields, and donating c ll phones so that cardiology p tients in
the “Unidos por el Corazón” (“United by Heart”). Program of the Ramón y Cajal Ho pital
could communicate with their relatives.
Family businesses also demonstrated a strong social commitment to their customers.
Among the v r us actions they carried out, they sent messages of enc uragement to
their customers through social networks or when the made a purchase, tried to maintain
adequate protection measures to prevent customers from being infected in st es as they
made their purchases, and in other cases, they gave discounts and offered payment plans
to those customers who c uld ot afford items for various reas ns.
Many companies stood out for helping their clients t rough the sector in which they
operated. In the case of Gesa Mediación, they launched the campaigns “Si estás cubierto”
(“If you’re covered”) and “Expertos a tu disposición” (Experts at your disposal) through
social networks and the media to assuage their clients’ doubts about their insurance
coverage. Grupo Antón Co unicación offered a free consultancy service to analyze the
new scenario that companies were facing in order to help them achieve their objectives,
while ESOC provided free specific training to all its clients on the protocols, procedures,
and measures required for COVID-19.
The donation of food was another of the actions carried out by the family businesses
in the face of the COVID-19 pandemic. Most of the companies made donations of products
that they sell; for example, the company PROSOL, which produces and sells coffee, made
a donation of coffee to the hospitals of Palencia for the health personnel to consume
during their rest periods; other companies, such as Santo Tomé, donated sweets for the
health personnel of the hospitals in Toledo; Cárnicas Iglesias donated sausages to different
hospitals around the country; and a large number of companies donated food to the Red
Cross, Caritas, the Food Bank, and town halls, among others.
Family businesses also demonstrated a great social commitment to society by creating
jobs and by sending messages of encouragement and thanks to all the professionals who
were working on the front line during the confinement. Companies in the transport sector
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were in charge of transporting medical supplies and food, and other companies made
themselves available to their local councils to help with whatever was necessary.
Companies such as Tous stood out for their participation in special festivities, such as
Mother’s Day, when they gave vouchers to the mothers of newborns to be exchanged for a
gift in their stores; Rialto distributed chocolate figures for children at Easter; and Torrons
Vicens donated 50,000 bars of nougat to the Food Banks at Christmas under the slogan “No
home without nougat.”
Among the actions carried out by these family companies, it is also worth mentioning
the transfer of lodgings and vehicles. Palladium Hotel Group ceded one of its hotels located
next to the Gregorio Marañón Hospital to be medicalized; other hotels ceded their facilities
to caregivers of nursing homes, to COVID-19-positive health personnel, or to accommodate
health personnel and state security forces living with people at risk. In the case of the
transfer of vehicles, companies such as Domingo Alonso and Unsain Group gave their
vehicles free of charge for the transport of food and sanitary material and for medical
personnel with difficulties traveling to their workplaces.
Finally, in the videos of this initiative, the family-owned companies also mentioned
the social commitment they have maintained with their suppliers and distributors since,
in many cases, they made advance payments to the most vulnerable suppliers and also
offered longer payment terms to their distributors.
In short, family businesses sought to overcome the crisis posed by the pandemic
through innovation [27,28]. One of the ways they achieved this was by changing how
they communicate with their environment [29], producing a shift toward digital channels,
where the importance of communicating CSR practices through these channels became
fundamental [30]. Family support and social networks are criteria that affect decisions to
be innovative [31].
4. Conclusions
Resilience, agility, and adaptability are some of the characteristics that have defined
family businesses during the pandemic and have enabled them to meet the challenges they
have faced during these difficult times. The COVID-19 pandemic has tested the resilience
of family businesses, as they have had to adapt their business plans to cope with mobility
restrictions, paralyzed supply chains, declining consumption in certain sectors, and loss
of customer confidence. Due to the uncertainty generated by the pandemic, in October
2020, when the second wave caused the implementation of new restrictions, Spanish
family business revenues decreased by 63% compared to the levels registered prior to the
pandemic; 24% of the companies managed to maintain their sales, and 12% of the family
businesses experienced an increase for various reasons, such as the adaptation of their
products to the online environment, as well as adaptation to the health crisis and the new
needs of the market [25]. On the other hand, a positive image of a firm regarding CSR can
even lead to more sales and investments [32].
The aim of this research was to analyze the collaboration of family businesses in
crises, focusing the analysis on the actions carried out to alleviate the consequences of the
COVID-19 pandemic. The IEF promoted the #Damos La Cara campaign in which family
businesses from all over Spain, from the smallest to the giants, explained their activities,
their values, and their CSR actions in support of their employees, clients, suppliers, and
society during the economic and health crisis in a video. The campaign, as Fernando Rodés
(ISP CEO) explains, “has been bottom-up, the institute has only conveyed people’s desire
to explain themselves” and has already garnered 11 million unique users. The campaign, as
Francisco J. Riberas (CEO of Gestamp, a multinational automotive components company)
explains, also arose as a positive reaction to a crisis that will last a few years and has already
had a strong impact on some sectors; along with the rest of the industry, Gestamp has
suffered from the downturn.
It is noteworthy that most of the family businesses that joined this initiative are in
the second generation of the family, representing 44% of all the participating companies.
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Family businesses tend to be involved in long-term projects since their objective is to
maintain the company through the years, from generation to generation. In terms of each
sector’s activity, the manufacturing industry is the one that has participated the most in
this campaign.
In the past Spanish economic crisis of the 2007–2013 period, Spanish family businesses
maintained more employment than non-family businesses [8]. This shows a greater com-
mitment and responsibility on the part of family businesses to preserving jobs, even in
extreme crises. This situation has been repeated in this latest crisis, which was suffered as a
result of COVID-19. From the analysis of the videos of the #Damos La Cara initiative, it
was concluded that the most repeated action by family businesses was fulfilling their social
commitment to their workers. They were concerned about their safety, trying to maintain
all the necessary measures to avoid the contagion, avoiding temporary layoffs, implement-
ing teleworking in all the jobs that allowed it, worrying about the work–life balance of their
workers, and allowing flexible working hours; in many cases, they also advanced extra
pay or reduced the salaries of the managers and salaried staff of the company in order to
ensure payment of the rest of the workers’ salaries. In any case, the family businesses were
committed to maintaining jobs and, in some cases, even promoted job creation in the midst
of a situation of great uncertainty.
During this crisis, family-owned companies made donations of sanitary materials
and food, both for health personnel and for the rest of society through town councils, the
Food Bank, Caritas, and the Red Cross, among other charitable organizations. Many of the
companies made donations of the products that they produce and sell, and in other cases,
they used their companies’ machinery for the manufacture of hydroalcoholic gels, masks,
facial protection screens, and parts for hospital respirators, among others. Companies in
the hotel sector lent their hotels to be medicalized or to house health personnel living with
people at risk or nurses in old people’s homes.
This study confirmed the great social commitment of family businesses to maintaining
the welfare of society and the continuity of the company in emergencies, in line with
García-Sánchez and García Sánchez [31]. Mariani et al. [32] stated that FBs are more likely
to invest in and be more engaged with CSR practices than non-family businesses.
Entrepreneurs and workers have promoted a movement to try to enhance the per-
ceived value of these companies since they are often reviled by society and the political
class despite being the most committed during crises. Perhaps the challenge for the future
will be to achieve this positive vision of businesses and their corporate social responsibility
activities in times of normality.
Theoretical and Practical Implications
This study can be a useful reference for future academic and business studies focused
on CSR policymaking and communication strategies through digital media. First, the study
contributes to the literature on sustainability and family business communication. From a
management point of view, entrepreneurs will be able to consider the elaboration of short
videos to present their companies and their CSR dynamics as part of their business strategy.
In addition, this campaign, which was promoted in Spain by the Family Business Institute,
can serve as a reference and be replicated by family business associations in other countries.
Finally, although this study focused on family businesses, it can be used as a reference
for the communication and CSR strategies of non-family businesses. The background of
the campaign is to value the concept of entrepreneurs and their contribution to society
through their CSR activities.
Limitations and Research Agenda
We should not conclude this paper without pointing out this study’s main limitation,
which was its focus on a single country. On the other hand, new research based on a
competitive-action perspective [33] or the theory of dual responsibility [34] has recently
shown that companies that exercise dual responsibility (non-social and social) achieve
better performance. For family firms, this may even be more important given their need to
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establish both an economic reputation (competitive) and a social reputation that would
earn them support and legitimacy.
In this sense, future research should study the relationship between CRS and corporate
financial performance by analyzing the differences between family and non-family firms.
It would also be interesting for future research to analyze the communication campaigns
carried out in other countries, if any exist; this would allow us to compare the types
of CSR activities carried out and to identify any coincidence in the characterization of
family businesses.
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